The objective of this paper was to develop a useful framework for estimating demand for tourism in emerging markets. Tourism has become one of the most crucial sectors in a large number of emerging countries. Moreover, the tourism industry in such markets is forecasted to keep increasing in the next decade. Hence, understanding and accurately forecast demand in the industry is essential in order to manage this sector effectively. Using stepwise regression analysis, we found a number of important variables in estimating demand for tourism in emerging markets. Our regression model can benefit travel agencies and policy makers dealing with the tourism industry.
Introduction
Travel and tourism have been considered as an important industry in the service sector. The service sector consists of various kinds of industries such as financial services, health care services, and information sector services. Among these industries, tourism is one of the most important indicators of economic contributions for both developed and developing countries. An economic impact of tourism is significant, since huge amount of foreign inflow come from tourism. Moreover, tourism accounts for the major source of cash incomes, and it has been regarded as a major source of economic growth and employment creation (Szivas and Riley, 1999) . According to the World Tourism Barometer 2008, the trend of international tourism has increased continuously and is likely to go up in the future.
Tourism has become one of the most crucial sectors in a large number of emerging markets (Singh, 1997) .
Emerging markets refer to countries that have rapidly growing economy or that are in a transitional phase between developed and developing status. Emerging markets comprise more than half of the world's population, account for a large share of world output, and have very high growth rates (Globaledge, 2008) . These emerging countries have a strong effect to the global economy as a whole. In fact, it is forecasted that by 2050 emerging countries especially the BRIC economies⎯Brazil, Russia, India, and China⎯ will surpass those developed countries as the United States, Japan, Germany, U.K., France, and Italy (Wilson and Purushorthaman, 2003) . On top of that, tourism in emerging markets is a major source of economic growth and foreign income (Nowak et al., 2003) . For these markets, the expected economic improvement relied heavily on the amount of tou-rism inflow.
The tourism industry in emerging markets is forecasted to keep increasing in the next decade. For example, the tourism industry China and India are growing rapidly, leading to a significant increase in both business and leisure travel. In particular, China will jump from fourth to second position above Japan and Germany and is forecasted to increase its travel and tourism demand four times up by 2018, accounting for US$2,465 billion, with an annual growth rate of 8.9%. The projection of the increasing trend for tourism in emerging markets is presented in table 1.
However, the tourism industry has been affected by the ongoing global economic crisis. The World Travel and Tourism Council revealed the results of its Travel and Tourism Competitiveness Report (2009) , explaining that the tourism trends will face a more challenging time than ever before due to the impact from an economic uncertainty. The report also predicts a downturn of international tourism particularly in emerging markets. Although the tourism industry in emerging market will face a new challenge, it is believed that the trend will be positive in the long-run if properly managed. Thus, understanding and accurately forecast demand in the industry is essential in order to proactively survive during this tough time and effectively manage the industry over time. It is the intention of this study to develop a useful framework for estimating demand for tourism in emerging markets.
Background Literature
Identifying the determinants of tourism demand and specifying the tourism demand models are crucial for the generation of accurate forecast of futures tourisms demand (Garcia, 2006) . In this paper, a marketing framework was applied for the tourism industry in emerging markets. It has long been known that the marking mix model can help manage all products and services. To some extent, it can also be applied for the tourism industry. Basically, the marketing mix includes four factors −product, price, place, and promotion.
The first dimension of the marketing mix is product. In term of international tourism, products are considered as the location of destination. Considering tourism as a product, rich of nature and uniqueness of a particular destination are the unit of interest. With regard to this viewpoint, national protected area and national heritages are the important variables to attract international tourists. A considerable portion of the value to tourists is attributable to national protected area. National protected area is defined as legally established land or water area under either public or private ownership that is regulated and managed to achieve specific conservation objectives. Walpole and Goodwin (2001) examined attitudes towards protected area tourism and the effects of tourism benefits on local support for a national protected area in Indonesia. The result showed that incoming tourism is consistent with the existence of the park. Further, Tisdell ( 1995) found that ignoring the importance of this factor might indicate negative impact to tourism. For instance, deterioration in Thailand's environment is one of the major reasons for declining Japanese tourist visiting to the country since 1990.
Also, national heritage is a substance attraction for international tourism. Considering tourism in the country of origin as a product, cultural tourism is another focal variable to be included in the model. Cultural tourism has long been considered as an attraction for international tourism. Cultural tourism is defined as a unique interest tourism based on the search for and participation in new and deep cultural experiences, whether aesthetic, intellectual, emotional, or psychological (Stebbins, 1996) . McKercher & Cros (2003) suggested that about 35 to 70 percent of international tourism look for cultural tourism including unique places when they plan to travel abroad. This uniqueness refers to a number of national heritages in a specific country. Peleggi (1996) examined the relevance of Thailand's heritage attractions to both international and domestic tourism. The finding was that national heritage has a significance impact to international tourism, and constitutes a major attraction for the expanding domestic tourism sector.
The second factor related to the marketing mix is price or cost of travel. The amount that travelers have to pay largely determines their destinations. Other factors being equal, most travelers tend to travel abroad in countries that have relatively low cost. This cost of travel depends heavily on a currency exchange rate. All monetary operations such as currency devaluation have some degree of impact on tourism demand at different significance levels. For international tourism, exchange rate acts as both a direct and indirect influence. Jo and Sarigollu (2007) found that a perception of prices has a significant effect for international tourism, and suggested that appropriate exchange rate policies can make significamt impacts for international tourism. Greenwood (2007) posited that currency exchange mainly determines the attractiveness of a destination. The impact of exchange rates also affects the domestic holiday market as travelers choose foreign markets when rates and prices are optimal. (Demir, 2004) examined how devaluation and revaluation affect tourism demand in Turkey, one of the fastest growing tourism industries in the world, and found currency rate has strongly influenced domestic and international tourism demand in Turkey.
The third element in the marketing mix is place. Herein, place simply refer to how a country can sell its products to customers. Empirical researches show that investment in accommodations increase a number of visitors.
Such accomodations refer to places that provide lodging and optional meals to customers. Harvey (2007) posited that international tourism in emerging markets is generating increased travellers from time to time. To response to this trend, preparing accomodations such as hotel room, hotel staff, and hotel operator are necessary for such markets. Further, Taylor et al.(2009) proposed that although facing economic growth, the tourism industry will continue to be the major driver of economic downturn. The growth in tourism requires a restructuring of tourism and larger hotels to support such increasing trend. Besides accommodations or hotels, a safety or security issue is also considered as an important aspect to attract international tourism. How well a country is can be thought of in term of a number of offenses in that country. Offence is defined as any act which is punishable under law including both criminal and administrative offences. After the aftermath of September eleventh, security or safety has been ranked among the top considerations for international tourism (Poon and Low, 2005) .
Promotion is the last dimension in the marketing mix.
Branding image has traditionally been important for all products and services, and as a result the branding of destinations has become a major factor to drive up the demand in the tourism industry. One way to build a good image of a country is to promote the country to the eyes of the world. During the past decade, many countries invested a huge amount of money through variety of channels such as country branding campaigns, road show advertising, and word of mouth strategy. Tang et al. (2007) found that one of the critical success factors for international tourism destinations is country branding. As a nation, a country advertises its attractiveness through national campaign or destination branding. Destination branding plays a significant role in attracting tourism, and it is generally considered as the most common reasons for country branding. Moreover, destination branding is growing rapidly as an approach to tourism destination promotion (Murphy et.al., 2007) . More than 30 countries of the world have specific programs for attracting tourism. For example, Australia used the campaign called "selling Australia: branding a country" video, using Paul Hogan from Crocodile Dundee to promote Australia as a tourist destination. Likewise, "Amazing Thailand," and "Malaysia, truly Asia" were well-known national brandings in the south East Asian region.
Investing in national advertisement through campaigns related to branding a country or destination branding attracted a large number of foreigners to travel abroad (Mok Kim Man and AriasBolzmann, 2007).
In summary, litterateurs show that a wide variety of variables has an impact to the international tourism. However, we set out a framework to narrow down the scope in order to select important variables in this paper. Our framework is based on the very fundamental of the marketing foundation that is the marketing mix. The marketing mix has been widely used in many areas but international tourism. This intention of this research is to fill this gap. All variables related to the marketing mix are included in regression models explaining in the next section.
Multiple Regression Modeling
A large number of variables have an impact for tourists' spending in emerging markets. The choice of variables is a crucial issue in predicting demand or in determining causality in regression modeling (Waheeduzzaman, 2008) . Although it is not possible to include all variables in a model, this study includes important variables affecting demand in tourism. Moreover, the analysis is different in a way that we integrate and pay closer attention to marketing viewpoints, the marketing mix, in the proposed model. The central premise is that the amount that tourists spend in emerging markets depends on an integration of the marketing mix that a country employs. In this paper, six variables were selected in order to predict demand for tourism in emerging markets. The chosen variables are national heritages, national protected area, exchange rate, hotels, offences, and advertisement expenditure. All variables are included in the multiple regression models specified below: Yi = α + β1 X1 + β2 X2 + β3 X3 + β4 X4 + β5 
Results
First, we analyzed the whole models with linear regression analysis. The results of linear multiple regression analysis for all emerging countries is presented in table 3. Coefficients followed by "*" are significant at the 0.05 level in a one-tailed correlation test; coefficients followed by "**" are significant at the 0.01 level. Tourist arrival and tourist receipt were used as dependent variables in separated models. The results show that offences and hotels are significant for the two models at the 0.01 and 0.05 level of significance, respectively. The R-square of each model is 0.629 for model 1 and 0.689 for model 2, indicating that the regression models with the selected independent variables could explain almost 36 % and 47% of the variation in the criterion variable Y. This method helps the selection of the minimum number of variables necessary to account for almost as much of the variance as is accounted for by the total set. Presented in table 4, the result form stepwise selection shows that hotels, heritages, and offences were selected for model 1 with tourist arrival as a dependent variable. For model 2, the selected variables were heritages and advertisement expenditure. All variables are significant at 0.01 level. The summary of the Stepwise selection is showed in table 5. Table 5 . Summary of Stepwise Selection.
Base on the results of the stepwise regression analysis, tourist receipts as a dependent variable (model2) is likely to be a more reliable model since the R-square (from table 3) is higher. Also, for model 2, three independent variables are statistically significant in the regression equation compared to model 1 which two variables are significant. Thus, based on model 2, the estimation equation for tourism in emerging markets is as follows: Yi = 6.89 + 0.69(HOT) + 0.15(HER) -0.12 (OFF).
Summary and discussion
International tourism is one of the most important industries in the service sector. Especially for emerging markets, huge amount of tourism inflow comes from tourism. Although facing a little uncertainty from the ongoing economic downturn, the trend of tourism is predicted to increase constantly in the future. To maintain this growth, it is timely to develop a useful framework in managing the tourism industry in emerging markets. This study selected a number important macroeconomic variables based on the marketing mix elements to create variables affecting tourism in emerging markets.
The regression analysis using six independent variables shows the most important factors of market potential estimation for tourism in emerging markets. Although model 2 has higher R-square, the analysis for both models showed that offences and hotels are the most important variables. Further, according to the stepwise selection analysis in model 2, the most significant independent variables are national heritages, hotels, and offences. Hence, these three variables should be a focal concern in managing the tourism industry in emerging marlets.
The finding will be useful for travel agency and policy maker. As tourism has become a major global activity, developing right policies for international tourism is important factor as a part of strategic planning for emerging markets. Cultural tourism is a major target for international tourism, and one of the most important attractions of cultural tourism is national heritages. Governments of these emerging should maintain their heritages in good shape and proactively promote them through the eyes of the world. One way to do so is to try to register possible heritage to the world heritage list of the United Nations Educational Scientific and Cultural Organization. Moreover, building naturalrelated hotels would benefit tourism activities in emerging markets as the trend of tourism is moving toward rest and relaxation such as spa or natural resorts, natural conservation such as biodiversity, ecotourism, and healthy-related activities. Finally, government policies aim at promoting security issues would help promote the tourism industry in emerging markets.
This study has some limitations. Related to the security issues, political stability is another prospective variable affecting international tourism. For instance, recent evidence showed that political turmoil and street protests in the capital Bangkok destroyed Thailand's reputation as a tourist destination, and as a result the country lost approximately 5.35 billion dollars in tourism revenue and millions of visitors. However, this variable was not included in the current model because of the lack of data.
Another aspect of holding back international tourism is healthy concerns as obvious seen in the case of the swine flu crisis. The healthy factor is an unforeseen circumstance which is unlikely to be included in the model, and consequently may distort the accuracy of the predicted model. Furthermore, all countries in the emerging markets may have different kinds of attractions. An estimation for each country or cluster countries was not analyzed due to the lack of degree of freedom. Thirty-year observation may create problematic issue in estimating demand with six independent variables, especially when there are some missing data points for some countries.
A number of studies along this line have accumulated considerable contribution on methodological approaches to tourism estimation, and a number of techniques as well as various kinds of models have evolved. Continued research and experimentation are needed, especially to determine optimum forms of tourism development for particular types of areas. Most important variables, if not all, in estimating demand in international tourism are integrated in the multiple regression models in this study.
Conclusions
Tourism has an important role in the economy of several countries and appears as a potential strategy for the growth of developing countries, especially those endowed with places of renowned natural beauty and cultural diversity, as is the case of Brazil.
Primary and secondary data were used with the intent of answering the research question of how it was possible for Praia do Forte to embark on a path of tourism development in a way that differentiates itself from other similar coastal destinations not only in Brazil but throughout the world.
Being a qualitative case study, the results correspond only to the perceptions of the group of residents who were interviewed and cannot be generalized. Therefore, it is suggested its replication on other coastal tourism destinations and contexts, as well as the development of a more indepth study to Praia do Forte region, applying quantitative methodology to get statistical inferences regarding the population, or qualitative techniques closer to the ethnography, such as participant observation.
One of the limitations of the present study is the absence of native residents in the group studied. So the inclusion of natives would be another element that would provide valuable information in future studies. Another limitation is related to the fact that many of the interviewees´ perceptions are from the past time, thus drawing on their memories, something that could lead to a distortion of what really happened. To minimize this effect in future studies, the collection of more detailed secondary historical data is suggested.
Regarding the main research question results indicate that three factors seem to have enabled Praia do Forte to develop a different path from other similar destinations, especially from a cultural perspective (as Sachs, 1986 , eco-development model): i) singular entrepreneur performance of Klaus Peter, who spearheaded touristic exploration of the region in the period between the 1980s and the beginning of the 2000´s; ii) Tamar environmental preservation and educational Project (also since the 1980s) and, iii) FGD cultural foundation (also an Peters' initiative).
The research strongly suggests that, at least from the local residents' point of view, the combined action of these three agents enabled the adoption of strategic differentiating factors that led to a more controlled rhythm of tourism development at the site which helped to improve the management of negative sociocultural and environmental side effects.
Between the differentials is outstanding the importance of active participation of the local community in the tourism planning, the maintenance of ample cultural touristsresidents contact opportunities, and, lastly, the fostering of education and professional qualification of the local population.
Results exemplify one of the greatest challenges to a more-sustainable tourism destinations development: the impacts caused by the intercultural contact between tourists and residents (especially in small communities isolated from larger urban centers). This is truer, still, in cases that prioritize the foreign tourist as the target public where different national cultures are involved.
Regarding the positive impacts of tourism development on the local community, that also steer the destination towards a more-sustainable development are: strength and revive local traditions and values; higher income and better jobs; greater environmental awareness and nonlethal use of nature; getting back to historical and cultural roots (something which, in turn, facilitates restoration, conservation and protection of the physical spaces and access to incentives for the recovery of constructions and historical sites); and, the creation and maintenance of protected areas.
Finally, the results obtained as a response to identification of the current sustainability degree of tourism development (secondary research question) were notable. Surprisingly, the testimonies show evidence of a lot of negative impacts on resident community, mostly starting at the beginning of the current decade which includes cultural changes, such as acculturation and demonstration effects.
Although the existence of a causal relationship between the tourism activity and the abovementioned perception cannot be concluded from the present study, results suggest that there is some correlation between the change in the path of tourism development, Peter's leaving Praia do Forte and the subsequent change in the model of local public governance, combined with the beginning of operations of large international hotel groups at the location.
Although it was not the objective of this study to pinpoint Praia do Forte' present stage, according to the Butler model (1980 ( in Buhalis, 2000 for tourism destination life cycle, everything seems to indicate that it is between the phases of consolidation and stagnation. So, at least two questions remain unanswered: if it would still be possible to avoid a future decline to Praia do Forte as tourism destination and what could be done to prevent this. Or yet, what can be done and how, so that this destination and its local community can rewrite their history in years to come, inspired in the singularity of their own path since the 1980s, for its rejuvenation.
Of course, from a practical point of view, this reflection can also be extended to a global context as it is not an isolated experience but a fact already observed in many international mass tourism destinations (Buhalis, 2000) . So, we can highlight two points similar to them: Firstly, be inspired by the Praia do Forte path from the 1980s to the early 2000s, other tourism destinations might equally benefit from search for cultural and environmental public policy similar supported strategies. Secondly, as soon as there are signs of getting close to the carrying capacity limits of these destinations, it is vital to watch out for the review of its own strategic public and governance policies.
